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NATURALS TREND
IN PERSONAL CARE
[SHERE TO STAY

ast month, Dettol, the germ protection brand, announced the
L launch of soaps and hand washes free from parabens and dyes.

Reckitt Benckiser (RB), the consumer health and hygiene
company that owns Dettol, said the new range was designed to
keep consumer preferences in mind, especially mothers looking
for products that did not have too many chemicals for their chil-
dren and the families. Thesoap and hand washes areinfused with
natural tulsi and jasmine.

Fast moving consumer goods (FMCG) major Hindustan Uni-
lever Ltd (HUL) has also extended its soap brand Lux into the
herbal and naturals segment with the Lux Botanicals range infused
with honey, aloe vera and othernatural ingredients. Launched in
June, the rangeis aligned with the needs of the consumer who is
gravitating towards “back to nature” products. In fact, in the last
two years,among the new launches at HUL, the maximum have
been the herbal and naturals variants of existingbrands. Ithad ear-
lierlaunched anayurvedaversion of its Fairand Lovely face cream,
Lifebuoy soap in neem and turmeric and Sunsilk shampoo with
coconut waterand aloevera. Honey, green teaand aloevera were
alsousedtocreate aNaturalerange for Lakme 9to5 brand of cos-
metics.

Personal care brands are clearly moving where the consumeris
going. Ashwini Sirsikar, country servicelineleaderat the qualita-
tive research department of Ipsos, agrees to awave towards natural
and chemical-free products across industries, especially, skin care.

“The beliefis that anything which is natural or herbal may have
fewerside effects compared to chemical-based products. Thereis
also ahighinvolvement with skin care and personal care products;

good skin is seen to be the window to
Personal care beauty and health and, hence, people
brands are don’twanttotakeariskwithit,” shesays.
Ingredients such as rose, turmeric,

Clearly moving saffron, aloe vera and cucumber, have

where the . benefits that the consumers are aware

consumer 1s ofand are linked strongly to skin care;

going while others such as jojoba and hibiscus
add amore exotictouch to the product,
she adds.

Sales data from research and analytics firm Nielsen backs the
naturals trend. Accordingto Sunil Khiani, head of retail measure-
mentservices, Nielsen South Asia, consumers are more aware of
the benefits of naturals products in toilet soaps, skincare, tooth-
paste, etc. According to his data, the current market size fornatu-
ralsin personal care stands at 17,500 crore, currently growing at
14.1% in value terms. The growth is entirely driven by the increase
involume/consumption, while prices have remained stable. On
theother hand, the non-naturalssegment has maintained its 9%
value growth on the back of price reductions, leading tohighervol-
ume growth than value growth.

Thatisnotall. The contribution of natural products to personal
carehasincreased from 32% in March 2017 to 35% in March 2019.
The categoriesincluded for the analysis are toilet soap, toothpaste,
shampoo, face care, and hand and body care. In fact, toilet soaps
remain the largest contributing category by holding 44% of the
naturalssegment. Hand and body careis the fastest growing cate-
gory at18%, while toothpaste comes second at 15%, says Nielsen.

Surprisingly, the rural markets continue to grow faster than
urbanin the past two yearsin the naturals segment: Rural grewby
16.5% compared to 12.9% for urban in value terms in March 2019
compared to March 2018. Interestingly, a Nielsen Global Premi-
umization study of 2018 revealed that 58% of consumersin India
arewilling to pay a premium for products that provide organic and
natural ingredients, compared to 41% globally.

In arecent interview with Mint, Dabur India chief executive offi-
cer Mohit Malhotramade a pertinent point when hesaid that the
trend towards herbals and naturals portfoliosisheretostay. Itisa
global trend and it will not decline, Malhotra said. “Thisisn’ta cycli-
cal. It is permanent because it is in line with sustainability, with
reducing carbon footprint, itis in line with increasing the lifecycles
ofhuman beings. It is going back to nature.”

Regulations are also making it moresustainable. “Whether you
look at what Food Safety and Standards Authority of India (FSSAT)
or Ayush ministry are doing, it is becoming structured and sys-
temic in India and globally. It's not a temporary fad or fashion.”
Nielsen’s Khianiagrees: “Thisisan ongoing on-ground conversa-
tion. The government and the consumer is more aware. We should
see more innovations in thissegment in the time tocome.”

Shuchi Bansalis Mint’s media, marketing and advertising editor.
Ordinary Post will look at pressingissuesrelated to all three. Or just
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